Literature Review
Advertising is one of the promotion mix. Suhandang (2010) defines advertising as a process of mass communication involving a particular sponsor, namely the advertiser (advertiser), who pays the services of a mass media for broadcasting his advert, for example, through a television broadcast program. The purpose of an advertisement is an activity to communicate specifically that must be resolved with the target customer for a certain period of time.
Word of mouth marketing is oral, written, and electronic communication between people relating to the superiority or experience of buying or using a product or service. Recommendations from other customers are usually considered more reliable than promotional activities originating from the company. In fact, the greater the risk that customers feel in buying a service, the more actively they seek and rely on word of mouth (WoM) to help make their decisions. Consumers who lack information about a service are more interested in WOM. According to Julilvand and Samiei (2012) said Electronic Word of Mouth as "a negative or positive statement made by actual, potential or consumer consumers regarding a product or company where this information is available to people or institutions via the internet".
Brand Loyalty. Each company certainly aims to make the brand they create can be widely known by the community, so that when consumers plan to buy a product, the company's brand will be the first choice. Aaker (1997) defines that brand loyalty as a measure of customer relationship to a brand. Aaker (1997) states that in relation to brand loyalty there are several levels of loyalty. Each level shows the marketing challenges that must be faced as well as assets that can be utilized. The levels are brand switchers, habitual buyers, satisfied buyers, likes the brand, and committed buyers. According to Schiffman and Kanuk (2007) , brand loyalty is consistently consumer preferences to make purchases on the same brand on specific products or certain service categories. Brand loyalty is a strong commitment in subscribing or buying a brand consistently in the future. Griffin (2005) explains that brand loyalty can be measured through:
 Repurchasing customers on products of the same brand  Customer loyalty to the brand so that it is not affected by other brands.  Recommend the brand to others. Customers who feel satisfaction after using a product will invite other people to buy the product to get the same experience.
Brand image refers to the description of a brand, which contains consumer interpretations of attributes, advantages, uses, situations, users, and marketer characteristics and / or maker characteristics of the product / brand. Brand image is what consumers think and feel when they hear or see the name of a brand. Or in other words, brand image is a certain form or picture of a trace of meaning left in the minds of consumer audiences (Wijaya, 2011), which then guides the consumer audience to behave towards the brand, whether to try and accompany it or just try it then leave, or not at all want to try because the image is bad or not relevant to the needs of the consumer audience. According to Tjiptono (2011), brand image is a description of consumer associations and beliefs about a particular brand. A number of quantitative and qualitative techniques have been developed to help reveal consumer perceptions and associations for a particular brand, including multidimensional scaling, projection techniques, and so on. According to Kotler and Keller (2013: 50) , the dimensions of brand image measurement can be seen from:
 The superiority of brand associations, one of the factors forming a brand image is product excellence, where the product excels in competition.  Strength of brand associations, every valuable brand has a soul, a special personality is a fundamental obligation for brand owners to be able to express, socialize the soul / personality in one form of advertising, or in the form of other promotional and marketing activities. That is what will continue to be the link between the product / brand and the customer. Thus, the brand will be quickly recognized and will remain stable in competition. Building the popularity of a brand into a well-known brand is not easy. However, popularity is one of the keys that can shape the brand image of customers.  The uniqueness of brand associations, is the uniqueness that is owned by the product as a differentiator from similar products
Research Method
This research method uses quantitative methods with data expressed in the form of actual numbers / numerics (numbers that can be calculated). Quantitative research is a method for testing theories by examining relationships between variables (Creswell, 2014). The things that will be discussed are the influence of advertising and e-WoM on brand Vol 7 Issue 7 DOI No.: 10.24940/theijbm/2019/v7/i7/BM1907-074 July, 2019 loyalty through the brand image of the Vivo smartphone. As an independent variable in this study, namely Advertisements (X1), e-WoM (X2), brand loyalty (Y) as the dependent variable, and brand image (X3) as a mediator variable. 
Population
Population is the area of generalization that is in the study. This area includes objects or subjects that can be concluded (Sugiyono, 2011) . The population in this study was determined to consist of residents of Malang who bought and used a Vivo smartphone. The way that researchers use in determining population numbers is to calculate the number of customers who fill out questionnaires through the Google Form and questionnaires that have been distributed by researchers in a certain period of time. Questionnaires were distributed using Google Form and questionnaires for 60 days, namely from 1 April 2019 to 1 June 2019. Total customers filled out questionnaires through google form as many as 96 people and filled out questionnaires as many as 322 people. The total population of 418 is assumed to be enough to become a population. The population in this study included the finite population, which means the population in this study can be determined exactly how many can be sampled.
Samples
Determination of the minimum number of samples in this study using the Slovin finite population formula is as follows:
Based on the calculation above the minimum number of samples in this study were 204 respondents. In this study, sampling uses probability sampling, so the technique used in sampling is systematic random sampling, which is a technique of determining samples by random sampling. The trick is to select the first respondent randomly as a sample and for the second sample by selecting respondents in multiples according to the results of the interval calculation.
Finding and Discussion

Path Analysis
Path analysis aims to determine the effect of Advertising (X1) and Electronic Word of Mouth (X2) on brand loyalty (Y) through brand image (X3).
(1)
First Model Equation The first model equation discusses the influence of advertising (X1) and Electronic Word of Mouth (X2) on brand image (X3), for more details, see Based on the calculation results in Table 1above , it can be described as follows.
Figure 2: Model Results of the First Equation Analysis
Direct effect X1 to X3 X3 X1 X3 = ρx3x1 . ρx3x1 = 0,162 . 0,162 = 0,026244 = 2,6% Direct effect X2 to X3 X3 X2 X3 = ρx3x2 . ρx3x2 = 0,244 . 0,244 = 0,059536 = 5,9% The total effect of variables X1 and X2 on X3 = 0,026 + 0,059 = 0,085 = 8,5% Other variable effect (e1) Based on the above calculation shows that the direct effect of testing the path coefficient on the advertising variable (X1) has a positive and significant effect on brand image (X3) of 2.6%, while the direct effect of Electronic Word of Mouth (X2) on brand image (X3) is 5.9%. So, the total effect of variables X1 and X2 on X3 is 8.5%. The value of R square in the table model summary is 0.105, this means the contribution of the influence of advertising (X1) Electronic Word of Mouth (X2) on brand image (X3) of 10.5%. The contribution of other variables that did not included in this study amounted to 89.5%. While the value of e1 is 0.994. Pe1 = (1 − rsquare 2 = (1 − 0,105 2 = 0,994 (2) Second Model Equation The second model equation discusses the influence of advertising (X1), Electronic Word of Mouth (X2), brand image (X¬3) on brand loyalty (Y). for more details, see Table 2 below. Vol 7 Issue 7 DOI No.: 10.24940/theijbm/2019/v7/i7/BM1907-074 July, 2019 Based on the calculation results in Table 2 above, it can be described as follows.
Figure 3: Model Results of the Second Equation Analysis
Direct effect X1 to Y Y X1 Y = ρyx1 . ρyx1 = 0,286 . 0,286 = 0,081796 = 8,1% Effect X1 to Y through X3 ρyx1 . rx1x3. ρyx3 = 0,286 . 0,220 . 0,256 = 0,01610752 = 1,6% Effect X3 to Y through X1 ρyx3 . rx1x3 . ρyx1 = 0,256 . 0,220 . 0,286 = 0,01610752 = 1,6% Subtotal effect = 0,081796 + 0,01610752 + 0,01610752 = 0,11401104 = 11,4% Direct effect X2 to Y Y X2 Y = ρyx2 . ρyx2 = 0,245 . 0,245 = 0,60025 = 6% Effect X2 to Y through X3 ρyx2 . rx2x3. ρyx3 = 0,245 . 0,283 . 0,256 = 0,01774976 = 1,7% Effect X3 to Y through X2 ρyx3 . rx2x3. ρyx2 = 0,256 . 0,283 . 0,245 = 0,01774976 = 1,7% Effect X2 to Y through X1 ρyx2 . rx1x2 . ρyx1 = 0,245 . 0,238 . 0,286 = 0,01667666 = 1,6% Vol 7 Issue 7 DOI No.: 10.24940/theijbm/2019/v7/i7/BM1907-074 July, 2019
Effect X1 to Y through X2 ρyx1 . rx1x2. ρyx2 = 0,286 . 0,238 . 0,245 = 0,01667666 = 1,6% Subtotal effect 0,060025+0,01774976+0,01774976+0,01667666+0,01667666 = 0,12887784 =12,8% Direct effect X3 to Y Y X3 Y = ρyx3 . ρyx3 = 0,256 . 0,256 = 0,065536 = 6,5% The total effect of variables X1, X2, X3 on Y = 0,11401104 + 0,12887784 + 0,065536 = 0,30842488 = 0,308 = 30,8% The others variable effect (e2) Pe2 = (1 − rsquare 2 = (1 − 0,308 2 = 0,934 = 93,4% Based on the calculation above shows that the direct effect of testing the path coefficient on the Ad variable (X1) has a positive and significant direct effect on brand loyalty by 8.1%. Calculation of the effect of advertising (X1) on brand loyalty through brand image (X3) is 1.6%, so it has a subtotal of 9.7%. The direct effect of Electronic Word of Mouth (X2) on brand loyalty (Y) is 6%. Electronic Word of Mouth calculation of brand loyalty through brand image (X3) is 1.7%, so it has a total of 7.7%. While the influence of brand image on brand loyalty is 6.5%. This shows that indirect effects are smaller than direct effects. So, brand image (X3) as an intervening variable in this study weakens the indirect influence of advertising (X1) on brand loyalty (Y) and weakens the influence of Electronic Word of Mouth (X2) on brand loyalty (Y). The value of R square in the summary model table is 0.308, this means the contribution of the influence of advertising (X1) Electronic Word of Mouth (X2) on brand image (X3) of 30.8%. The contribution of other variables not present in this study amounted to 69.2%. While the value of e1 is 0.934.
Hypothesis Testing
Hypothesis testing in this study by using path analysis. Testing can be done by testing the path coefficients in each variable Path analysis test results can be seen in Table 3 below. The results of hypothesis 1 state that advertising has a positive and significant direct effect on brand image. This can be seen in Table 4 .22 getting the path coefficient value of 0.162 with p = 0.017 (p <0.05) which is significant. So, it can be concluded the hypothesis 1 advertisement has a direct positive effect on accepted brand image.
Hypothesis Testing 2
The results of hypothesis 2 state that E-WOM has a positive and significant direct effect on brand image. This can be seen in Table 4 .22 getting the path coefficient value of 0.244 with p = 0,000 (p <0.05) which is significant. So, it can be concluded that hypothesis 2 of E-WOM has a positive and significant direct effect on accepted brand image.
Hypothesis Testing 3
The results of hypothesis 3 state that advertising has a positive and significant direct effect on brand loyalty. This can be seen in Table 4 .22 getting the path coefficient value of 0.286 with p = 0,000 (p <0.05) which is significant. So, it can be concluded that hypothesis 3 advertising has a positive and significant direct effect on accepted brand loyalty.
Hypothesis Testing 4
The results of hypothesis 4 state that E-WOM has a positive and significant direct effect on brand loyalty. This can be seen in Table 4 .22 obtaining the path coefficient value of 0.245 with p = 0.000 (p <0.05) which is significant. So, it can be concluded that hypothesis 4 of E-WOM has a positive and significant direct effect on accepted brand loyalty.
Hypothesis Testing 5
The results of hypothesis 5 state that brand image has a positive and significant direct effect on brand loyalty. This can be seen in Table 4 .22 getting the path coefficient value of 0.256 with p = 0,000 (p <0.05) which is significant. So, it can be concluded that hypothesis 5 brand image has a positive and significant direct effect on accepted brand loyalty.
Sobel Test
The results of hypothesis 6 and 7 which show the influence of each variable both direct and indirect influences are shown in Figure 4 below.
Figure 4: Results Analysis Model
Hypothesis Test 6
Hypothesis 6 test shows that the advertisement has a positive and significant indirect effect on brand loyalty through the result brand image is accepted, it is evident from the results of SPSS 22 output with regression analysis of each variable that shows the results according to the level of significance. The results above in Table 3 show that advertising has a direct and indirect positive and significant effect on loyalty through a brand image with a significance value below 0.05 (p = 0,000). this means that hypothesis 6 is accepted. Besides that, it can also be seen from the results of the following Sobel Test calculations.
Based on the results of the Sobel Test, it can be seen that the value of t is 2,200 (t count> t table is 1,5787). This means that H0 is processed and Ha is accepted or it can be concluded that advertising has a positive and significant effect on brand loyalty, through brand image.
Test Hypothesis 7
Hypothesis 7 test shows that e-WoM has a positive and significant indirect effect on brand loyalty through the brand image the result is accepted, it is evident from the results of SPSS 22 output with regression analysis of each variable that shows the results according to the level of significance. The results above in Table 3 show that E-WOM has a direct positive and significant indirect effect on brand loyalty through a brand image with a significance value below 0.05 (p = 0,000), which means that hypothesis 7 is accepted. Besides that, it can also be seen from the results of the following Sobel Test calculations.
